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1

GEOGRAPHICALLY TARGETED,
TIME-BASED PROMOTIONS

BACKGROUND

In order to increase customer volume and business, many
merchants generally offer discounted products or services by
distributing promotion materials to customers to incentivize
future visits (e.g., paper advertisements in the form of
coupons on a receipt). However, such promotion practice
may not be optimal as a customer, who has just made a
purchase with a merchant, may not have any incentive to
visit that merchant again within an immediate time period,
and hence may likely lose and/or forget about the promotion
materials.

Additionally, conventional promotion practice is limited
to a merchant’s own inventory of products and/or services,
and does not enable a merchant to take advantage of
cross-selling. Cross-selling is the practice of selling comple-
mentary products and/or services provided by one merchant
to a customer of another merchant, thereby enabling mul-
tiple merchants to benefit in an increase in customer busi-
ness. However, cross-selling requires a burdensome estab-
lishment and management of relationships between the
multiple merchants. Further, promotion materials provided
by any one merchant in a cross-selling relationship are
typically created based on that merchant’s limited knowl-
edge of a customer’s purchase history. Such promotion
materials are likely ineffective in incentivizing future visits
between multiple merchants.

BRIEF DESCRIPTION OF DRAWINGS

One or more embodiments of the disclosed technology are
illustrated by way of example, and are not intended to be
limited, in the figures of the accompanying drawings, in
which like references indicate similar elements or compo-
nents.

FIG. 1 is a flow diagram illustrating an example process
for facilitating the generation and processing of a custom-
ized promotion to incentivize customer business between
multiple merchants.

FIG. 2 is a block diagram illustrating an example promo-
tion system that can be used in facilitating the generation and
processing of the customized promotion.

FIG. 3 is a flow chart illustrating example processes of
facilitating the generating and processing the customized
promotion.

FIG. 4 is a flow chart illustrating example process of
generating the customized promotion.

FIG. 5 is a flow chart illustrating example process of
processing the customized promotion.

FIG. 6 is a high-level block diagram illustrating an
example computer system that can represent any of the
devices described above for use in implementing various
embodiments of the disclosed technology.

DETAILED DESCRIPTION

Technology is disclosed for facilitating the generation and
processing of a customized promotion to incentivize cus-
tomer business between multiple merchants (“the disclosed
technology”). Briefly described, the disclosed technology
enables a particular merchant to incentivize customer busi-
ness (e.g., increase customer traffic to a physical merchant
location) by offering a customized promotion for placement
in an electronic receipt of a transaction with another mer-
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2

chant, such as a merchant that is geographically located
nearby. The customized promotion, which decreases incre-
mentally in value over time, is generated specifically for a
product and/or service offered by the particular merchant.
The product and/or service associated with the promotion
correlates to a set of factors that incentivize the customer
business, thereby increasing the likelihood that the customer
would redeem the promotion. In some embodiments, upon
actual redemption of the promotion with the particular
merchant in a second transaction, a portion of the payment
in the second transaction is distributed to the other merchant,
thereby enabling both merchants to benefit from the place-
ment of the promotion.

In an illustrated use case, a customer makes a purchase of
an item with a first merchant (e.g., a coffee shop) by
providing a payment card to the first merchant. The first
merchant’s computer system (“first merchant system”)
sends information about the purchase to a promotion system,
which facilitates the generation and processing of geo-
targeted, time-sensitive promotions between multiple mer-
chants. The promotion system analyzes the information in
the transaction with the first merchant (i.e., “first transac-
tion”) to determine (a) a spending trend associated with a
target customer participating in the transaction and (b) a
geographical location of that transaction. Note that the
spending trend and the geographical location are two fac-
tors, of various factors, that the promotion system can utilize
in the generation of the promotion.

In some embodiments, the promotion system determines
the spending trend by identifying the specific purchase in the
first transaction (e.g., coffee) and an identifier associated
with the customer, such as the payment card number of the
card used in the first transaction. The promotion system
further identifies a time (“timestamp™) at which the first
transaction occurs. Using the payment card number, the
promotion system identifies all other past purchases of the
customer. The promotion system correlates these past pur-
chases with the current purchase item based on the time-
stamp to determine the customer’s spending trend. For
example, the promotion system determines that on Sunday
mornings, the customer typically purchases flowers after
purchasing coffee.

Once the promotion system has identified the spending
trend, it selects, from a specified group of merchants, a
second merchant that (a) is located within a specified
distance from the geographical location of the first merchant
location and (b) provides products and/or services correlat-
ing to the spending trend of the customer. The promotion
system then generates a promotion for that second merchant
and includes that promotion in a receipt for the first trans-
action. The receipt can be in a paper form or an electronic
form (e.g., email or mobile application). The promotion
system forwards the receipt with the promotion to the
customer at the first merchant location (e.g., coffee shop
location) to incentivize a visit to the second merchant
location (e.g., flower shop location two blocks away). The
promotion can be specific to a product or service offered by
the second merchant (e.g., 20% off sunflowers) or it can be
specific to just the second merchant (e.g., 20% off anything
sold by the second merchant). Further, the promotion can
include a time incentive where the promotional value
decreases with the passage of time (e.g., 20% if redeemed
within the next 30 min. and 10% if redeemed within the next
hour).

In some embodiments, the promotion can be in the form
of a promotion identifier, such as a QR CODE™ (or
two-dimensional code), a bar code, or an identification
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number. In such embodiments, the customer can redeem the
promotion by showing, e.g., the receipt 123 from the coffee
shop (with the promotion included) at the flower shop. The
second merchant can communicate with the promotion
system to notify the promotion system that the customer has
made a purchase using the promotion. In some embodi-
ments, the second merchant communicates this notification
through the second merchant’s computer system using an
application associated with the promotion system (e.g., a
mobile payment application installed on the second mer-
chant’s computer system). In some embodiments, the second
merchant can communicate this notification manually, e.g.,
by phone, by fax, by email of a spreadsheet, etc.

In some embodiments, the second merchant communi-
cates this notification through the second merchant’s com-
puter system using an application associated with the pro-
motion system (e.g., a mobile payment application installed
on the second merchant’s computer system). In some
embodiments, the second merchant can communicate this
notification manually, e.g., by phone, by fax, by email of a
spreadsheet, etc.

In some embodiments, the promotion can be linked to the
payment card of the customer. In such embodiments, the
customer can redeem the promotion simply by using the
same payment card with the second merchant in the second
transaction, e.g., to purchase flowers at the flower shop. The
second merchant’s computer system transmits the payment
card information to the promotion system, which analyzes
the payment card information to identify an association with
the generated promotion. The promotion system can then
process the promotion for the customer and sends a confir-
mation to the second merchant’s computer system.

In some embodiments, the promotion system can process
a promotion itself, without requiring the second merchant to
actually expend money for the promotional value. In such
embodiments, the promotion system receives an indication
from the second merchant that a purchase using the promo-
tion has occurred. The promotion system, in response to the
indication, applies the promotion value to the purchase price
by depositing an amount equivalent to the promotion
amount to the customer’s account. For example, the flower
shop pays the promotion service executing the promotion
system a facilitation fee of $100 for every week for new
customers. The promotion service, in exchange, handles all
promotion processing during that week, e.g., by depositing
funds into the account of any customer that utilizes a
promotion generated by the promotion system. In one
example, the customer pays the flower shop $100 for a
bouquet, which the flower shop charges the entire amount in
the customer’s debit card account. Once the flower shop
notifies the promotion system, the promotion system credits
the customer’s debit card account with $10 to account for a
“10% discount” promotion.

In some embodiments, the promotion system can further
determine a portion of the payment for a purchase made at
the second merchant location in response to a promotion,
and distribute that portion to the first merchant, e.g., as a
business practice that benefits both merchants. The promo-
tion system, in exchange, can receive a facilitation fee from
both the first and second merchants for generating and
processing the promotion.

Among other benefits, the disclosed technology provides
an effective promotion tool to incentivize and increase
customer business for merchants, even those merchants that
sell different products and/or services from one another.
Further, since the generation and processing of the promo-
tions are facilitated by the promotion system, the participat-

10

15

20

25

30

35

40

45

50

55

60

65

4

ing merchants can take advantage of cross-selling, without
having to establish and/or maintain any relationship with
one another. However, merchants may utilize pre-estab-
lished relationship to create synergistic promotions, thereby
taking further advantage of cross-selling through the pro-
motion system.

Although the example use case provided above uses a
payment card number of a customer’s payment card as an
identifier according to the embodiment described above, in
other embodiments, an identifier other than the payment
card number may be used to determine the spending trend of
the customer. The identifier can be any identification infor-
mation that identifies the customer including, for example,
an email address, a telephone number, a driver’s license
number, a social security number, an employee identification
number (ID), a device identifier, an application identifier, an
IP address, a personal identification number (PIN), a card
verification value (CVV), a security access code, a biometric
identifier (e.g., fingerprint, face, iris, retina, etc.), or any
other identification means that function as a combination
thereof. Further, as used here, the term “payment card”
refers to any payment mechanism, such as a credit card, a
debit card, a prepaid gift card, “smartcards” that have
embedded integrated circuit chips, e.g., Europay-Master-
Card-Visa (EMV) cards, or any card that functions as a
combination of any of these mechanisms. A payment card is
a specific type of payment object. Other types of payment
objects, such as a proxy card or a mobile payment applica-
tion, can be utilized with the disclosed technology.

Note that the term “customer” may be used interchange-
ably with “consumer,” “payer,” or “user” without any
intended change in meaning. The term “merchant” may refer
to any individual that tenders goods and/or services to
another individual. In some embodiments, the term “mer-
chant” may be used interchangeably with “payee” or “recipi-
ent” to refer to an individual receiving a payment in
exchange for the goods and/or services.

Additionally, the terminology used in this description is to
be interpreted in its broadest reasonable manner, even
though it is being used in conjunction with a detailed
description of certain specific embodiments of the disclosed
technology. Indeed, certain terms may even be emphasized
below; however, any terminology intended to be interpreted
in any restricted manner will be overtly and specifically
defined as such in this Detailed Description section.

FIG. 1 is a flow diagram illustrating a process 100 for
facilitating the generation and processing of a customized
promotion based on a set of one or more factors to incen-
tivize customer business between multiple merchants. The
factors can include, for example, a geographical location, a
spending trend, and promotion criteria associated with a
selected set of customers. As illustrated, the process 100
includes a first merchant 101 at a first location 120, a second
merchant 102 at a second location 130, a customer 103 at the
first location 120, an electronic device 104 at the first
location, and a promotion system 110. Other examples
and/or configurations are also possible.

The electronic device 104 can be a general purpose device
with data processing capabilities. For example, the elec-
tronic device 104 can be a mobile phone, a tablet, an
e-reader, other mobile or portable computing devices such
as, for example, smart watches or glasses, or other stationary
computing devices such as, for example, electronic cash
registers.

The promotion system 110 may be a computing system in
communication with the electronic device 104, such as over
a network. The promotion system 110 can be one or more
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computing devices. For example, the promotion system 110
can be a server computer, a network of computing systems,
a cloud computing environment, a virtualized computing
environment, or any combination thereof. Communications
between the electronic device 104 and the promotion system
110 can be any form of data communications, including
mobile telecommunication (e.g., cellular), WiFi, wireless
Ethernet, wired Ethernet, or any other form of Internet
connection.

The promotion system 110 enables a promotion service to
offer a set of selected merchants the capability to place
customized promotions, as an advertisement means for their
businesses, in transaction receipts of customers of other
merchants. The transaction receipts can be in paper form or
electronic form (e.g., email, text message, or mobile appli-
cation, etc.). The other merchants can include, for example,
merchants that are geographically proximate, merchants that
are participating with the promotion system 110 (i.e., other
merchants in the set of selected merchants), or merchants
that are sending electronic receipts). The set of selected
merchants include one or more merchants that have submit-
ted a request to participate with the promotion service, such
that they be included, or featured, in a promotion generated
to target a customer of other merchants. In particular, a
customized promotion is generated to incentivize a cus-
tomer, at another merchant’s physical location, to visit the
physical location of a particular merchant of the set of
selected merchants, where the promotion is generated based
on a set of factors. The set of factors can include, for
example, the customer’s spending trend and promotion
criteria associated with the set of selected merchants. The
promotion criteria can include, for example, a geographical
location, a predetermined distance within the geographical
location, a specified time at which the particular merchant
experiences low customer volume, a target promotion item,
or target customer demographics. In exchange for the pro-
motion, the promotion service, for example, can charge the
particular merchant a promotion fee when the customer
actually redeems the promotion (i.e., actually visits the
particular merchant location to make a purchase). Accord-
ingly, the particular merchant is benefited by having a cost
effective promotion tool.

In some embodiments, the particular merchant can
request the promotion system 110 to handle the complexity
associated with the generation of the promotion. In such
embodiments, the particular merchant can simply submit a
request, or “bid” to the promotion service, to be placed in
any promotion that would increase customer traffic to the
particular merchant’s business location. The promotion sys-
tem 110 can then correlate various data associated with one
or more factors in a set of factors to decide the “what, when,
where, and how” for generating the promotion. The set of
factors can include, for example, a spending trend, a prede-
termined distance within a geographical location (e.g.,
within a 5 mile radius), a specified low-customer-volume
time of day to send out the promotions (e.g., predicted
off-peak hours for a merchant), a current time of day at
which a current transaction takes place (“timestamp”) (e.g.,
a merchant currently experiencing low customer volume is
promoted), the demographics of target customers (e.g.,
teenagers, males between 22-30, working professionals,
shoe aficionados, etc.), the target item(s) to offer in the
promotion (e.g., particular items are promoted based on an
inventory surplus), promotional value of the promotion (e.g.,
dollar amount, percentage, or free item), the selected set of
merchants that have requested for the service from the
promotion system 110 (e.g., only five merchants in the area
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have signed up to have promotions about them be placed in
other merchants’ receipts), or any combination thereof.

In some embodiments, the particular merchant can
request, or specify, promotion criteria to be taken into
consideration by the promotion system 110 for generating
the promotion. For example, the particular merchant can
specify the target customer demographics desired by the
particular merchant (e.g., teenagers, males between 22-30,
working professionals, shoe aficionados, etc.), the target
item(s) that the particular merchant is willing to offer a
promotion, the promotional value, the specified time of low
customer volume (e.g., unusually slow traffic between the
hours of 10 AM and 2 PM), the target merchant location
(e.g., a merchant has different coffee shop locations). The
promotion system 110 can then correlate various data asso-
ciated with the promotion criteria to decide the “what, when,
where, and how” for generating the promotion. In some
embodiments, the promotion system 110 incorporates the
promotion criteria received from all merchants in the set of
selected merchants as factors in its own set of factors to
generate the promotion.

In some embodiments, the particular merchant can estab-
lish a relationship with other merchants to indicate a syn-
ergistic business arrangement, where each merchant can
receive a portion of any payment that results from the
placement of promotions on the respective merchant’s
receipts. In such embodiments, the established relationship
can be, for example, another criterion in the promotion
criteria associated with each merchant of the set of selected
merchants.

For example, Merchant A can establish a synergistic
relationship to allow promotions about geographically
proximate Merchants B and C to be placed on Merchant A’s
receipts to customers, in exchange for the same practice
from each of Merchants B and C. In this example, the
promotion system 110 incorporate this relationship factor to
select to promote, for example, Merchants B and C, as
opposed to Merchant D (who has no relationship with
Merchant A), in the promotion placed in Merchant A’s
receipt. Further, when a customer makes a purchase with any
of the Merchants B and C based on the promotion with
Merchant A, Merchant A would receive a portion of that
purchase’s payment (e.g., 2%), in exchange for the same
from each of Merchants B and C. In some embodiments, the
established relationship can indicate the promotional value
of the generated promotion. For example, the relationship
specifies, or defines, a discount amount (e.g., deduction in
value or percentage) or a free item that one merchant is
willing to offer another merchant for promoting their prod-
ucts or services for sale. For example, Merchant B can offer
to Merchant A’s customer the promotion, “Get 20% off at
Merchant B with $50 purchase at Merchant A.”

The promotion system 110 can facilitate the various
synergistic relationships for the different merchants. For
example, the promotion system 110 can provide an interface
to a merchant allowing the merchant to submit information
to the promotion system 110 about other geographically
proximate merchants that the merchant wishes to establish
synergistic relationships. The promotion system 110 pro-
vides the merchants with control over the relationships they
want to establish. That is, a merchant may want to establish
a relationship with other merchants whose products or
services are considered to be complimentary. For example,
a salon may wish to establish a relationship with a coffee
shop down the street, but not a pizza restaurant next door.
Once the different merchants have provided the criteria
under which the merchants wish to utilize the service of the
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promotion service, the promotion system 110 can incorpo-
rate the criteria associated with the relationships as factors to
be included in the set of factors for generating the promo-
tions. In particular, the promotion system 110 can facilitate
the generation and processing of the promotions according
to the business needs to incentivize customer business
between the merchants (e.g., increase customer traffic or
visits to the merchants’ physical business locations and/or
increase transactions with the merchants).

In an illustrated example, the promotion system 110 starts
the facilitation when it receives an indication from the first
merchant 101 of a first purchase transaction 121. The
purchase transaction 121 takes place at the first merchant
location 120 where the merchant 101 tenders product(s) or
service(s) to the customer 103 in exchange for a payment.

In some embodiments, the indication of the first purchase
transaction 121 can be communicated to the promotion
system 110 through a mobile payment application installed
on the electronic device 104 of the merchant 101. The
mobile payment application can be associated with the
promotion system 110 (e.g., receives executing instructions
from the promotion system 110). The indication can include
transaction information collected through the electronic
device 104. The transaction information can include, for
example, a payment card number of a payment card 106 of
the customer 103, where the payment card has been swiped
through a card reader 105 of the electronic device 104. The
transaction information can also include a transaction item
description of a purchase item in the transaction 121.

The promotion system 110 analyzes the transaction infor-
mation associated with the first purchase transaction 110 to
determine a spending trend associated with the customer 103
and a geographical location of that transaction. Note that the
spending trend and the geographical location are two fac-
tors, of a set of factors, that the promotion system 110 can
utilize in the generation of the promotion. As discussed
above, other factors, such as the promotion criteria associ-
ated with the set of selected merchants, can be factors
included in the set of factors used by the promotion system
110. In various embodiments, the promotion system 110 can
utilize any number of factors in the generation of promo-
tions. In one example, the promotion system 110 utilizes
only one factor to generate a promotion. In another example,
the promotion system 110 utilizes ten factors in the genera-
tion of the promotion.

In some embodiments, the promotion system 110 deter-
mines the spending trend by identifying the specific pur-
chase in the first purchase transaction 121 and an identifier
identifying the customer 103, such as the payment card
number of the payment card 106. The promotion system 110
further identifies the timestamp at which the first purchase
transaction 121 occurs. The promotion system 110 correlates
the past purchase items with the current purchase item based
on the timestamp to determine the customer’s spending
trend.

In some embodiments, the promotion system can identify
all other past purchases of the customer 103 by using the
payment card number of the payment card 106. According
to such embodiments, the customer 103 is required to have
an account with the promotion system 110 (“promotion
service account”) before the promotion system 110 can
identify the past purchases.

In some embodiments, the promotion service account is
created by the customer 103 going through a registration
process with the promotion system 110. In such embodi-
ments, the customer 103 can register using a mobile appli-
cation or an online website to communicate with the pro-
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motion system 110. In some embodiments, the promotion
service account is created automatically for the customer
103 the first time the customer 103 utilizes the payment card
106 at a point-of-sale (POS) device that is associated with
the promotion system 110 (e.g., the electronic device 104).
Once the promotion service account is created, the promo-
tion system 110 tracks and stores transaction history data of
all transactions conducted by the customer 103. The trans-
action history data is stored in association with the payment
card number of the payment card 106 of the customer 103.
Note that any other identifier, other than the payment card
number, such as an email address, a telephone number, a
driver’s license number, a social security number, etc. may
be used.

Once the promotion system 110 has identified the spend-
ing trend, it selects a geographically proximate merchant
that provides products and/or services correlated to the
spending trend of the customer 103. In some embodiments,
the promotion system 110 first identifies all geographically
proximate merchants, such as merchants 102A-102N (where
A s an integer of “1” and N is an integer greater than 1). The
promotion system 110 can then filter the list of available
merchants 102A-102N based on varying factors associated
with the geographical location, the spending trend, or a
combination thereof.

In some embodiments, the promotion system 110 filters
the list of available merchants based on a predetermined
distance of the geographical location. The predetermined
distance can be another factor in the set of factors utilized by
the promotion system 110 to generate the promotion, where
the predetermined can be specified by a merchant or by an
administrator of the promotion system 110. For example,
merchants located outside of a “5-mi radius” of the first
merchant location 120 are filtered out from the list of
available merchants. In another example, only merchants
within “1 city block” in each direction of the first merchant
location 120 is selected. The filtered list of merchants, or
selected set of merchants, is then utilized by the promotion
system 110 in the generation of the promotion.

In some embodiments, the promotion system 110 further
filters the filtered list of merchants based on the determined
spending trend. In some embodiments, the promotion sys-
tem 110 utilizes the spending trend factor in correlation with
the time of the transaction, i.e., timestamp factor. For
example, the promotion system 110 identifies that the cur-
rent purchase item is a haircut service, that the current time
and date is 11 AM on a Saturday, and that the customer 103
typically visits various service shops (e.g., dry cleaner,
pharmacy, etc.) and a coffee shop on Saturday mornings
(e.g., as indicated by coffee shop past purchases with time-
stamps throughout Saturday mornings). In such example, the
promotion system 110 determines that the spending trend of
the customer 103 indicates that he will likely want to
purchase a coffee after the current visit at the first merchant
location 120. The promotion system 110 then selects the
merchant 102A as it is the only merchant to provide coffee
within a predetermined distance from the geographical loca-
tion of the first merchant location 120. In another example,
the promotion system 110 selects the merchant 1028 as it is
the only coffee merchant that the customer 103 has not
visited, and that the spending trend indicates that the cus-
tomer 103 rarely visits the same coffee shop more than
twice. In yet another example, the promotion system 110
may simply select a new coffee merchant (i.e., unknown to
the customer) as a way to promote the new merchant.

In some embodiments, the different factors in the set of
factors utilized by the promotion system 110 (e.g., prede-
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termined distance, spending trend, predicted low-customer-
volume time of day, timestamp, etc.) can each have an
associated weight. For example, a merchant located five
blocks away is selected in lieu of a merchant located next
door because more weight is placed on the spending trend,
which indicates that the customer 103 prefers merchants
with ratings of “$$$” or more.

In some embodiments, the promotion system 110 filters
the list of available merchants based on an established
relationship between merchants (e.g., synergistic business
relationships). For example, the promotion system 110
selects a merchant that serves deep dish pizza, as opposed to
a merchant that serves regular pizza, in accordance with an
established business relationship specified by the first mer-
chant (e.g., a barber shop) and the deep dish pizza merchant,
where the relationship is a factor submitted to the promotion
system 110 for the generation of the promotion.

Once the promotion system 110 has analyzed the data
associated with the set of factors, the promotion system 110
selects a second merchant, e.g., second merchant 102A
based on the analysis. The promotion system 110 then
generates a promotion 124 A that promotes the second mer-
chant, where the promotion 124A can be used in a transac-
tion with the second merchant. In particular, the promotion
system 110 generates a receipt 123 for the first purchase
transaction 121 and includes the generated promotion 124A
in that receipt 123 for the customer 103. The receipt 123 can
be in a paper form or an electronic form (e.g., email or
mobile application). In some embodiments, the promotion
124A is generated to be included in a message other than a
receipt 123, e.g., a follow-up survey, for example, sent in an
email to the customer 103 after the first transaction.

As discussed above, the content (i.e., the “what”) of the
promotion 124A can be specified by the second merchant
102A, or determined by the promotion system 110 based on
a set of factors. The promotion 124A can be specific to a
product or service offered by the second merchant 102A
(e.g., 20% off sunflowers) or it can be specific to just the
second merchant 102A (e.g., 20% off anything of your
choice when you visit). In some embodiments, the promo-
tion 124A can include a time incentive where the promo-
tional value decreases with a passage of time (e.g., 20% if
redeemed within the next 30 min. and 10% if redeemed
within the next hour).

In some embodiments, the promotion 124A can be in the
form of a promotion identifier (e.g., a QR CODE™ (or
two-dimensional code), a bar code, or an identification
number). In such embodiments, the customer 103 can
redeem the promotion 124A by showing, e.g., the receipt
123 from the first purchase transaction 121 with the first
merchant 101 to the merchant 102A in the purchase trans-
action 122. In some embodiments, the promotion 124 A can
be linked to the payment card 106 of the customer 103. In
such embodiments, the customer 103 can redeem the pro-
motion 124A simply by using the same payment card 106
with the second merchant 102A in the purchase transaction
122.

Note that while the identifier associated with the customer
is a payment card number in the above provided example,
other identifiers identifying the customer may be utilized in
executing the various embodiments of the disclosed tech-
nology. Additionally, in the embodiment discussed above,
the electronic device 104 includes a mobile payment appli-
cation that is associated with a promotion system (e.g.,
promotion system 110). However, in other embodiments, the
electronic device 104 can be a point-of-sale (POS) device
independent from the promotion system (e.g., a cash register
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with communication only to the merchant’s transaction
system). In such embodiments, the independent POS device
can communicate the transaction data to the merchant’s
transaction system, which relays the information to the
promotion system 110 in various ways. For example, an
administrator of the merchant’s transaction system can com-
pile the transaction data associated with the redeemed pro-
motions, e.g., into an excel formatted document, and trans-
mits the excel document to an administrator of the
promotion system 110 (e.g., by email, by fax, by postal mail,
etc.).

FIG. 2 is a block diagram illustrating an example promo-
tion system 200 that can be used to facilitate the generation
and processing of a customized promotion. In some embodi-
ments, the example promotion system 200 can be the
promotion system 110 of FIG. 1. According to various
embodiments, the promotion system 200 includes a network
interface 202, a promotion configuration engine 210, and a
promotion processing engine 220. In the embodiment illus-
trated in FIG. 2, the promotion system 200 also includes a
user account database 204, a financial account database 206,
and a transaction history database 208, all of which operate
as storage for various data utilized by the promotion system
200 in facilitating the generation and processing of promo-
tions (e.g., data associated with a set of factors that are
correlated to determine the what, when, where, and how to
generate the promotion). Other configurations are also pos-
sible in other embodiments.

The network interface 202 can be a networking module
that enables the promotion system 200 to communicate in a
network with an entity that is external to the promotion
system 200, through any known and/or convenient commu-
nications protocol supported by the promotion system 200
and the external entity. The network interface 202 can
include one or more of a network adaptor card, a wireless
network interface card (e.g., SMS interface, WiFi interface,
interfaces for various generations of mobile communication
standards including but not limited to 1G, 2G, 3G, 3.5G, 4G,
LTE, etc.), Bluetooth, a router, an access point, a wireless
router, a switch, a multilayer switch, a protocol converter, a
gateway, a bridge, bridge router, a hub, a digital media
receiver, and/or a repeater.

The promotion configuration engine 210 includes a pro-
motion configuration component 212 and a promotion gen-
erator 214. The promotion configuration component 212 is
configured to receive user inputs, e.g., various criteria, or
factors, submitted by a merchant, to specify the content
and/or configuration of the promotion to be generated by the
promotion system 200. For example, the merchant can
specify the target demographics (e.g., working professionals
between the age of 22 and 35), the target item(s) that the
particular merchant is willing to offer a promotion, the
promotional value, the predicted low-volume time of day
(e.g., weekday afternoons when there is a low volume
customer traffic), the target merchant location (e.g., down-
town Mountain View). In another example, the merchant can
specify that the promotion be generated and sent out to
customers only on weekdays. In yet another example, the
merchant can simply specify that the merchant wants an
increase in customer volume at a specific merchant location,
e.g., regardless of time, demographics, item type, etc.

The promotion configuration component 212 is also con-
figured to receive inputs in the form of transaction data. The
promotion system 200 can analyze the data for correlations
based on various factors in order to generate one or more
promotions. In some embodiments, the transaction data can
be received from a remote computer system that facilitates
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one or more point-of-sale (POS) devices of a merchant (e.g.,
a merchant transaction system or merchant POS system).
For example, a mobile promotion application installed on a
POS device of a first merchant (e.g., the first merchant 101
of FIG. 1) facilitates a first transaction between the first
merchant and the customer, and upon payment by the
customer, sends the transaction information associated with
the first transaction to the promotion system 200 via the
network interface 202. The promotion configuration com-
ponent 212 of the promotion system 200, in this example,
receives the transaction data for generation of a receipt (i.e.,
record of the first transaction) and a promotion to be
included in the receipt. The receipt can be in a paper form
or an electronic form.

In some embodiments, the transaction data can also be
received from an administrator of the promotion system 200
and/or of the remote computer system, e.g., manually sub-
mitting the information to the promotion system 200. For
example, the administrator is a sales representative that
faxes the promotion criteria to a promotion service repre-
sentative, who then submits the information through the
promotion configuration component 212.

The promotion generator 214 is configured to generate
one or more promotions for a particular merchant using the
data received from the promotion configuration component
212. For example, the promotion configuration component
212 transmits the transaction data associated with a first
merchant to the promotion generator 214. The promotion
generator 214 parses the data to identify, for example, a
transaction item description, a transaction price, a transac-
tion timestamp, a transaction payment information (e.g.,
payment card number), a geographical location of the trans-
action, and the like. The promotion generator 214 can use
the parsed information to determine various factors, such as
a spending trend of the customer involved in the transaction.
Based on the spending trend and/or any other factors, the
promotion generator 214 selects a merchant for which to
generate the promotion. The merchant is selected, for
example, for being located within a predetermined distance
of a geographical location of a particular merchant and for
providing a product or service associated with the custom-
er’s spending trend. The generated promotion, as a result, is
based on a set of one or more factors determined based on
the data received from the promotion configuration compo-
nent 212.

After the promotion generator 214 generates the promo-
tion, it embeds the promotion into a receipt for transmission
to the customer to provide a transactional record for the first
transaction. In some embodiments, the promotion generator
214 sends the generated promotion to a receipt generator
(not shown) of a remote receipt system (not shown), which
then sends the receipt to the customer. In such embodiments,
the promotion generator 214 and the receipt generator can be
part of a networked system (e.g., a payment service system)
that includes the promotion system 200 and the receipt
system. In some embodiments, the promotion generator 214
itself generates and transmits the receipt for the first trans-
action, in addition to generating the promotion. In such
embodiments, the promotion generator 214 operates to
service the receipt generating needs of merchants in general,
and provides the additional benefits of including customized
promotions that can help different merchants cross-sell.

The promotion processing engine 220 is configured to
facilitate the processing, or redemption, of one or more
promotions created by the promotion configuration engine
210. The promotion processing engine 220 includes a pro-
motion redemption component 222 and a financial account
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manager 224. The promotion redemption component 222 is
configured to process a redemption of a promotion in a
transaction. The financial account manager 224 is config-
ured to communicate (e.g., request/receive/send payment)
with one or more financial service systems such as, for
example, a financial service system associated with a cus-
tomer, a merchant, etc.). The financial account manager 224
is also configured to identify the financial service systems
associated with the various users (e.g., customer and/or
merchant) of the promotion service facilitated by the pro-
motion system 200, e.g., in order to fulfill redemption of
promotions.

In some embodiments, in processing the promotion, the
promotion redemption component 222 applies the promo-
tional value of the promotion to a transaction item purchased
in the second transaction with the “promoted” merchant. In
such embodiments, the promotion redemption component
222 communicates with the financial account manager 224
to identify the customer’s financial account. In particular, the
promotion redemption component 222 indicate to the finan-
cial account manager 224 the promotional value being
redeemed and the identifier of the customer. The financial
account manager 224 utilizes the customer identifier to find
a financial account associated with the identifier. For
example, the customer identifier is an email address stored
in association with a payment card number that identifies the
customer’s financial account. In another example, the cus-
tomer identifier is the payment card number itself. Once the
customer’s financial account is identified, the financial
account manager 224 initiates for a payment amount indica-
tive of the promotional value to be transferred to the
customer’s financial account. For example, the financial
account manager 224 communicates with a financial system
that facilitates the financial institution associated with the
customer’s financial account and causes the payment
amount to be debited.

In some embodiments, in processing the promotion, the
promotion redemption component 222 works with the finan-
cial account manager 224 to determine and distribute, to the
first merchant, a portion of a payment tendered by the
customer for the second purchase item in the second trans-
action. In such embodiments, the promotion redemption
component 222 determines the appropriate portion to be
distributed to the first merchant, e.g., as part of a business
agreement between the first merchant and the second mer-
chant for placing the promotion on the receipt associated
with the first merchant. The promotion redemption compo-
nent 222 communicates the appropriate portion and the
identity of the first merchant to the financial account man-
ager 224. The financial account manager 224 identifies a
financial account associated with the first merchant and
causes a payment amount indicative of the appropriate
portion to be transferred to the first merchant’s financial
account (e.g., debit or credit rails).

In some embodiments, the promotion system 200 is also
configured to facilitate establishing, maintaining, and con-
figuring the promotion-related relationships between the
different merchants by providing, for example, a web inter-
face allowing merchants to connect with (e.g., invite, search,
advertise, and/or otherwise locate) other geographically
proximate merchants to establish the relationships. For
example, the promotion configuration engine 210 can direct
the promotion system 200 to provide a configuration inter-
face to a particular merchant for identifying potential other
merchants to establish synergistic relationships. In this
example, the potential other merchants can be geographi-
cally proximate merchants or those located in a different
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geographical area, but may, for example, offer services
and/or goods that are complementary to the particular mer-
chant. The promotion-related relationships can specify cer-
tain criteria for generating the promotions. In some embodi-
ments, these criteria are received by the promotion generator
214, which utilizes the criteria in determining the content
and/or configuration of the promotion to be generated.

One or more components and/or modules of the promo-
tion system 200 can be implemented on the electronic device
104 of FIG. 1. Likewise, one or more components and/or
modules of the electronic device 104 can be implemented on
the promotion system 200. Additionally, in various embodi-
ments, the functionality of the electronic device 104 and the
promotion system 200 can be implemented in a single
device or co-located (e.g., at a merchant’s location).

FIG. 3 is a flow chart illustrating example processes 300
of facilitating the generating and processing the customized
promotion. The processes 300 can be performed by a
promotion system such as, for example, the promotion
system 130 of FIG. 1 or the promotion system 200 of FIG.
2.

At block 302 of FIG. 3, the promotion system establishes
a relationship between multiple merchants for the generation
and processing of promotions (“promotion relationship™).
The established relationship can be, for example, one factor
of a set of factors considered by the promotion system when
generating the promotion. In some embodiments, the pro-
motion system provides an interface that allows different
merchants to connect with one another to establish the
promotion relationships. In some embodiments, the different
merchants can choose to establish the promotion relation-
ships between specific merchants with merchant locations
that are geographically proximate (e.g., two franchise mer-
chants with stores that are located in the same downtown
area). In some embodiments, the promotion system can
identify potential merchants to establish the relationships as
recommendations displayed (e.g., via the interface) to the
different merchants (e.g., to select and establish a promotion
relationship). The potential other merchants can be geo-
graphically proximate merchants or those located in a dif-
ferent geographical area, but may, for example, offer ser-
vices and/or goods that are complementary to the particular
merchant.

In some embodiments, the promotion system provides an
interface that allows a particular merchant to register with
the promotion system to establish a promotion relationship
with any merchant(s). That is, in such embodiments, the
particular merchant simply signs up to be a part of the
promotion program, facilitated by the promotion system, to
have one or more promotions (about its product/service) be
placed in any other merchant’s receipt. Once a promotion
relationship is established (e.g., a merchant either registers
to indicate interest in the promotion program or to indicate
specific merchants with whom to participate in the pro-
gram), the promotion system can facilitate the generation
and/or redemption of the promotion between the different
merchants.

In some embodiments, the promotion relationships can
specify certain rules, or criteria, for generating the promo-
tions. For example, the promotion relationship can indicate
goods or services that a second merchant is willing to
provide in its promotion(s) for redemption by a customer of
a first merchant. In another example, promotion relationship
can indicate a promotional value (e.g., how much of a
discount that the second merchant is willing to offer in the
promotion to the customer of the first merchant.
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In some embodiments, the promotion relationship can
also indicate an exchange of payment by the second mer-
chant to the first merchant for placement of the promotion
into the receipt for various transactions between the first
merchant and its customers. For example, the relationship
can indicate a payment amount to the first merchant for the
placement of the promotion. In such example, the promotion
system can distribute a portion of a payment in second
transaction (that is actuated based on the promotion place-
ment) to the first merchant, e.g., after receiving notification
that the second transaction has occurred at the second
merchant location and/or notification that the promotion has
been redeemed in the second transaction at the second
merchant location.

At block 304, the promotion system begins facilitating the
generation and redemption of the promotions, in accordance
with the one or more promotion relationships established at
block 302. In particular, at block 304, the promotion system
receives an indication that a first transaction has occurred at
a first merchant location of a first merchant (e.g., a first
merchant’s coffee shop in downtown Palo Alto, Calif.),
where the first merchant has registered to have its promotion
be placed on any other merchant’s receipt (as selected by the
promotion system (e.g., at block 302). For example, a
customer buys a coffee at a coffee shop. In some embodi-
ments, the first transaction is instantiated on a POS device
(e.g., of a merchant’s transaction system) through a mobile
promotion application executing on the POS device. The
mobile promotion application can be associated with the
promotion system, which facilitates various tasks and/or
functions to be carried out by the mobile promotion appli-
cation.

In some embodiments, the indication can include trans-
action data related to the purchase made in the first trans-
action. For example, the transaction data includes a purchase
item description, a purchase price, and a payment card
number of a card used to purchase the item in the first
transaction. In another example, the transaction data also
includes an email address of the customer (e.g., for sending
a receipt of the first transaction to the customer). In yet
another example, the transaction data includes a telephone
number of the customer (e.g., for sending, via text, a receipt
of the first transaction to the customer). In some embodi-
ments, the transaction data can be transmitted by the mobile
promotion application (as discussed above). In such embodi-
ments, the transaction data can be transmitted substantially
instantaneously after the customer approves the payment for
the first transaction (e.g., within less than 1 second, within
5 seconds, within 1 minute, etc.).

At block 306, the promotion system, responsive to the
indication, generates a receipt for the first transaction and a
promotion to be included in the receipt. The promotion
system generates the promotion based on one or more
factors. For example, the factors can be associated with
multiple merchants that have requested for their respective
product(s) or service(s) to be included in the receipt with the
first merchant. The multiple merchants can be merchants
that have established a promotion relationship with the first
merchant (e.g., at block 302), or simply merchants that have
indicated to the promotion system that they want to receive
placement of promotions and/or place the promotions. Addi-
tional details regarding block 306 will be discussed below
with reference to FIG. 4.

At decision block 308, the promotion system monitors
and determines whether it has received a second indication
of a second transaction that has occurred at a second
merchant location. In particular, the promotion system deter-
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mines whether that second transaction includes the promo-
tion generated at block 306. In some embodiments, the
second indication can include transaction data related to the
purchase made in the second transaction. For example, the
transaction data includes a purchase item description, a
purchase price, and/or a payment card number of a card used
to purchase the item in the second transaction. In another
example, the transaction data also includes an email address
of the customer (e.g., for sending a receipt of the second
transaction to the customer). In yet another example, the
transaction data includes a telephone number of the cus-
tomer (e.g., for sending, via text, a receipt of the second
transaction to the customer).

In some embodiments, the transaction data can be trans-
mitted by a mobile promotion application installed on a POS
device of the second merchant (e.g., the mobile promotion
application utilized by the first merchant, as discussed
above). In such embodiments, the transaction data can be
transmitted substantially instantaneously after payment is
approved for the second transaction (e.g., within less than 1
second, within 5 seconds, within 1 minute, etc.).

In some embodiments, the transaction data can be trans-
mitted by the second merchant’s transaction system. For
example, a bookstore merchant has a customized transaction
system that includes a built-in component and/or subsystem
that is communication with one or more POS devices
located at various second merchant locations (including the
location at which the second transaction has taken place). In
an example, the bookstore’s customized transaction system
is not in communication with the promotion system, and as
such, can have an administrator or operator (e.g., an
employee of the second merchant) compile the transaction
data (e.g., in a Microsoft® Excel® document) and transmit
the Excel® document to an administrator or operator of the
promotion system. The promotion system administrator
inputs the received transaction data into the promotion
system to carry out functions and/or tasks related to redeem-
ing the promotion, e.g., the functions and/or tasks as dis-
cussed in block 310 and/or in FIG. 5.

Referring back to decision block 308, if the promotion
system determines that it has received indication that a
second transaction, which includes the generated promotion,
has occurred, the promotion system proceeds to block 310 to
process the promotion. Additional details regarding block
310 will be discussed below in reference to FIG. 5. If the
promotion system determines there is no indication that a
second transaction, in which the promotion is used, has
occurred, the promotion system continues monitoring, as
indicated in block 308.

FIG. 4 is a flow chart illustrating example process 400 of
generating the customized promotion. The process 400
expands on the details of block 306 of FIG. 3, in accordance
with some embodiments of the disclosed technology. In the
embodiment of FIG. 4, the promotion system starts the
process 400 by parsing and/or analyzing the transaction data
in the transaction with the first merchant (i.e., “first trans-
action”) to determine various pieces of information about
the first transaction, such as those indicated in blocks
402-406.

At block 402, the promotion system determines a geo-
graphical location of the first transaction. In particular, the
promotion system parses the transaction data of the first
transaction to determine GPS coordinates and/or any other
location-related information that indicates a geographical
location at which the first transaction take place. The pro-
motion system can utilize the identified geographical loca-
tion to determine the physical location of the customer (i.e.,
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“where” is the customer). Knowledge of the geographical
location can help the promotion system in generating the
customized content and/or customized configurations of the
promotion to provide for the customer, where the custom-
ized promotion will likely have a higher efficacy in incen-
tivizing the customer to visit a second merchant. For
example, the geographical location helps the promotion
system filter a list of merchants from which to select in
generating the promotion (e.g., merchants in Union Square,
San Francisco, Calif.). In another example, the geographical
location helps the promotion system determine a spending
trend of the customer involved in the first transaction. In
another example, the geographical location helps the pro-
motion system determine one or more merchants that may
not be geographically proximate, but offer, for example,
services and/or goods that are complementary to the first
transaction and/or the first merchant (e.g., San Francisco’s
Bay Aquarium and Monterey Bay Aquarium).

At block 404, the promotion system determines a spend-
ing trend of the customer. In some embodiments, the spend-
ing trend can be determined based on an identifier associated
with the customer. In some embodiments, the spending trend
can be determined based on an transaction item description
indicating the items purchased in the first transaction by the
customer (e.g., a product or a service). In some embodi-
ments, the spending trend can be determined based on a
timestamp of the first transaction (i.e., “when” does the first
transaction take place). In some embodiments, a combina-
tion of the transaction item description, the identifier, and/or
the timestamp is utilized in determining the spending trend.

In various embodiments, the promotion system parses the
transaction data of the first transaction to identify the pur-
chased item(s), the timestamp, the geographical location,
and/or the customer identifier. The transaction item descrip-
tion can indicate, for example, a coffee and two breakfast
pastries are purchased in the first transaction. The timestamp
can be, for example, “Aug. 3, 2014, 11 AM” to indicate the
coffee and pastries are purchased on a Sunday morning. The
identifier can be, for example, a telephone number submitted
by the customer to indicate how she wants to receive her
receipt for the first transaction with the first merchant. The
geographical location can be Union Square, San Francisco,
Calif., as indicated by GPS coordinates included in the
transaction data.

In some embodiments, the promotion system accesses a
database of the promotion system (e.g., repository 205 of
FIG. 2) to identify a set of past transaction data associated
with the customer identifier (e.g., identified by parsing the
transaction data of the first transaction). The set of past
transaction data has been previously associated with the
identifier in a set of past transactions that the promotion
system has facilitated. In particular, the promotion system
can facilitate all transactions that take place on POS devices
of various merchants (e.g., merchants that render different
products and/or services from one another), in exchange for
a service fee from the respective merchant(s). The promo-
tion system performs various functions and/or tasks to
facilitate the different transactions (e.g., processing pay-
ments, generating receipts, etc.) by communicating with a
mobile application. The mobile application is installed on a
POS device of a respective merchant that utilizes the facili-
tation service executed by the promotion system. Accord-
ingly, the promotion system has access to transaction data
across different merchants, thereby allowing it to perform an
analysis on a customer based on varying purchases. The
promotion system uses the customer identifier to identify
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which past transactions are carried out by the customer
identifier to analyze the spending trend.

Once the set of one or more past transactions has been
identified, the promotion system identifies past transaction
items (from the set of past transaction data) that the customer
has purchased. The promotion system also identifies the
transaction items purchased in the first transaction (e.g., by
looking at the item description included in the transaction
data). The promotion system then correlates the identified
set of past transaction items with the identified first trans-
action item based on the timestamp of the first transaction.
For example, the promotion system identifies that the pur-
chase item in the first transaction is a coffee, that the time
and date of the first transaction is 11 AM on a Sunday, and
that the customer typically goes to a bookstore on Sunday
afternoons (e.g., as indicated by past book purchases with
timestamps on Sundays between 12 PM to 4 PM). In such
example, the promotion system determines that the spending
trend of the customer indicates that she will likely want to
visit a bookstore after the current visit at the coffee shop.

At block 406, the promotion system selects a merchant,
from a list of available merchants (e.g., all merchants located
within Union Square, San Francisco, Calif.), to generate the
promotion for the customer. The promotion system selects
the merchant based on the determined geographical location
and the determined spending trend. In some embodiments,
the promotion system may select a specific bookstore mer-
chant that the customer has not visited. In some embodi-
ments, the promotion system may select a specific bookstore
merchant that the coffee store has a relationship established.

At block 408, the promotion system generates a promo-
tion that can be used in a second transaction with the
selected merchant in block 406. The promotion system can
then generate a receipt that includes the newly generated
promotion, where the receipt is for the first transaction with
the first merchant, as indicated in block 410.

The promotion system can transmit the receipt to the
customer. In one example, the promotion system sends an
email (with the receipt for the first transaction) to the
customer (e.g., the customer’s mobile device). In another
example, the promotion system transmits the receipt to the
first merchant’s POS device (e.g., mobile application
installed on the POS device) so that the first merchant can
print the receipt for the customer. In yet another example, the
promotion system transmits the receipt to a mobile applica-
tion installed on the customer’s mobile device (e.g.,
iPhone®). Accordingly, the customer, who has just com-
pleted the first transaction with the first merchant, can
receive, on her receipt with the first merchant, a promotion
for a future transaction with another merchant. As the
promotion is customized based on the geographical location
and spending trend, the customer has more incentive to visit
the second merchant after seeing the promotion.

In some embodiments, the promotion system generates
the promotion in the form of a promotion identifier. The
promotion identifier is associated with the selected second
merchant and can be included in a receipt of the first
transaction. The promotion identifier can be a bar code, a
number, or a QR code. The promotion identifier is indicative
of the promotion that can be redeemable with the selected
second merchant in a future transaction (e.g., a second
transaction after the customer leaves the first merchant
location).

In some embodiments, the promotion system stores an
association between the customer identifier and the promo-
tion identifier. Such stored association allows the customer
to redeem the promotion, identified by the promotion iden-
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tifier, in a future transaction by simply providing the cus-
tomer identifier to a merchant. Further details of redemption
of the promotion by provision of the identifier will be
discussed with reference to FIG. 5.

FIG. 5 is a flow chart illustrating example process 500 of
processing the customized promotion. FIG. 5 expands on the
details of block 310 of FIG. 3, in accordance with some
embodiments of the disclosed technology. In the embodi-
ment of FIG. 5, the process 500 starts when the promotion
system has received an indication regarding the occurrence
of a second transaction (i.e., block 308), where the promo-
tion generated in block 306 of FIG. 3 is used with the
selected second merchant at the second merchant location.
In some embodiments, the indication includes transaction
data related to the second transaction. The transaction data
can include, for example, purchase item description indicat-
ing what was purchased (i.e., purchase items in the second
transaction), the payment amount for the purchased items,
and an identifier of the customer of the second transaction.
The promotion system parses and/or analyzes the received
transaction data to determine various pieces of information
in processing the promotion for the customer in the second
transaction, such will be described with references to blocks
502-506 below.

At block 502, the promotion system identifies the promo-
tion, the transaction item(s) associated with the promotion,
and applies the promotional value of the promotion to the
item(s). For example, the promotion is for “10% Off” every
New York Times Bestseller book purchased, and the cus-
tomer has purchased two New York Times Bestseller books
and a coffee mug at the bookstore. As such, the promotion
system identifies the two books and applies the 10% Off to
the purchase price of each book (but not to the coffee mug).
In some embodiments, the promotion system identifies the
promotion based on the promotion identifier. For example,
the customer presents a QR CODE™ (or two-dimensional
code) in a receipt email received in her first transaction at the
coffee shop, where the QR CODE™ (or two-dimensional
code) is scanned to redeem the promotional value. The QR
CODE™ (or two-dimensional code) is sent, as part of, or
along with, the transaction data, to the promotion system. In
some embodiments, the promotion system identifies the
promotion based on the identifier of the customer. For
example, the promotion system receives a telephone number
in the transaction data of the transaction, determines whether
there is a promotion stored in association with the telephone
number,